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Abstract 
The value chain and corresponding supply chain have been developed depending on an economy that requires high 
greenhouse gas (GHG) emissions. This problem needs to be solved and drastic changes are needed. Suppliers have 
been taking a variety of measures, albeit within the ranges of their present value chains, in response to societal 
demands and following or pre-empting government requests. Meanwhile, consumers also find behavioural change 
difficult, even though they are aware of eco-friendly purchasing. We designed a mutual learning platform as a place 
to rebuild the divided relationship between consumers and suppliers and conducted an in-store experiment at a 
supermarket. Through the experiment, we examined the effectiveness of the mutual learning platform. 
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1. Background and Objects 
As one of the various factors of global warming, it has been cited that both the divided relationship 
between consumers and suppliers and their insufficient communication make the entire value chain serve 
as mass production and mass consumption. A UN environmental program report highlights the 
importance of the viewpoint that analyzes whether the final consumption of the products and services 
consumed has a major impact on life cycles [1]. In particular, retailers and manufacturers are responsible 
position for the final consumption. The CO2 emissions associated with retailers’ activities in the final 
household consumption of daily necessities and food products that we targeted in our project accounted 
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for roughly 14% of total CO2 emissions [2]. However, what is the effective approach to change 
behaviours to eco-friendly products of not only consumers but also of retailers? There is a hint to answer 
the question in our preliminary survey: “If consumers have a place to ask questions, give opinions, and 
make requests, the number of consumers who shop increases” (45%). Similarity, “A company should 
listen to customers’ voices” (80%) [3]. This survey result shows that consumer’s desire dialogue with 
companies. Based on our survey result that show consumer’s desire dialogue with companies, we 
assumed that establishing a mutual learning platform between consumers and retailers will be effective 
approach to achieve their behavioural changes and increase consciousness related to low carbon products. 
Such a mutual learning space would help satisfy consumers desire to communicate with retailers on 
various topics related shopping choices. On the other hand, retailers can reduce the risk of sales 
fluctuation by introducing eco/low carbon-goods without independent research on consumers’ preference. 
2. A 0utual learning Platform and Social Experiments 
In order to examine the effectiveness of a mutual learning platform, we designed a platform as a place 
where they communicate in an equal relationship and have creative arguments. In a mutual learning 
platform, through the communication between consumers and retailers, consumers take the initiative to 
solve problems, and the three parties can learn mutually (fig1.) In the process, we assume that consumers 
and retailers can review their own roles in changing the value chain, which can lead to a low-carbon 
society and the drastic reform of a petroleum-dependent 
society and lifestyles. Through the collaborative 
relationships with consumers in the platform, retailers can 
establish a low-carbon value chain, avoiding the risk that 
eco-friendly goods, services and approaches will not be 
widely disseminated because of consumers’ insufficient 
understanding.  
In order to apply a mutual learning platform as a social 
experiment, we collaborated with Uny Co., Ltd. to 
establish the “Shopping Revolution! Researchers Club” 
(RC). The RC members held 7 meetings and in-store 
demonstration in a shopping area (not backyard) of 
supermarket, ”APITA”  in Nagoya city to demonstrate RC activities as effective means to attract 
customers attentions and also to change their shopping behaviour as well. As to the selection of the 
member of the RC, we announced widely to the general public in Nagoya city, and selected 18 consumers 
in consideration of balance in age, occupation, hobby and motivation in order to examine the change 
before and after involvement to the RC. First, we began the activity with the RC members’ simple 
questions on shopping (Fig.2), and then we conducted an in-store survey (Fig.3). As a result, we 
addressed the three themes of “food (from dinner tables to eco)”, “containers and packaging”, and “eco-
goods and private goods”, and conducted in-store demonstration. For example, a food team conducted the 
(1)display of information, (2)display of recipes and (3)display of the method of preservation so that 
consumers could select seasonal vegetables (Fig.4). Further, in order to examine the quantitative change 
of the RC members as well as other who visit the supermarket regularly, we applied questionnaire surveys 
before and after involvement in RC. Questionnaire survey regarding lifestyle and consumption behaviour 
were carried out before and after the two awareness enhancing activities (“the information about wisdom 
of eco-life” and “the implementation of a demonstration”) targeted at other consumers and members of 
RC. The mail survey received responses for 261 consumers reflecting 37.4% recovery. 
Fig1. Management for Co-creation & Emergence  
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3. Result 
3.1. Behavioural Changes in the RC Members and Other Customers 
 
Table 1 and Fig 5 show the questionnaire items and results. These questions based on survey research 
of lifestyle of consumers [4] Analysis of each questionnaire item indicates that the data the 5-point scale 
score of the 30 items are related to consumer behaviour and lifestyle. The results show that the RC 
members began to pay much more attention to eco-consumption since they began to consider carefully in 
terms of the dissemination of information and consumption behaviour. In addition, the results also 
showed that subsequent to involvement in RC activities their tendency to make shopping choices base 
only on price factor decreased. As for the general consumers who experienced only one of the two RC 
activities, there was no significant difference between the average scores before and after the activities. 
On the other hand, in the case of consumers who experienced both the RC activity, there were some 
responses which showed a significant difference, though the difference was small. Therefore, we infer 
that at least two or more activities should be needed in order to affect general consumers through the 
activity of RC. 
Looking at the change of general consumers who experienced two activities, the biggest change was 
the decline in brand consciousness. 
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3.2. Behavioural Changes in the RC Members and Other Customers 
 
At the end of the RC, we received comments from retailers such as, “I was really surprised that our 
messages did penetrate to the consumers much more than we has assumed” and “I realised that there is a 
Fig2. In-store survey Fig3. In-store demonstration Fig4. Questions on shopping to retailers 
Table 1. Questioned items to RC members and other consumers 
Fig 5. Result of RC members 
 Junko Nagata et al. /  Energy Procedia  61 ( 2014 )  1752 – 1755 1755
gap between our information dissemination and information demand of customers”.  In addition, there 
was a comment to the mutual learning platform approach as a business challenge: “We have to seriously 
consider how eco-products can be introduced into the main business strategy beyond social 
responsibility”. Thus, through the activity of the platform, reforming store staff consciousness about the 
benefit for them and their behaviour change were induced.  
4. Conclusions 
The activities of the mutual learning platform do not only work to fill in the communication gaps 
between retailers and consumers but also to change behavior to eco-products. Production, distribution, 
and sales have often been mentioned in the globalization in recent years; however, each trade area is a 
local unit. Getting local consumers involved in the mutual learning platform leads to supporting and 
strengthening each supply chain and local economy as well as improving the sustainability of a company. 
As the results, the platform activities would support and strengthen local economies. 
We believe that the mutual learning platform can serve as the basis through which low-carbon 
products and service are easily accepted, producing benefits for consumers, retailers, and manufacturers. 
Through the dissemination of the platform, consumers can more deeply understand low-carbon products 
and services and change their buying behaviour. Moreover, retailers can experience consumers’ questions 
and reactions directly, and hence, they can learn more about low-carbon products, effective ways to 
provide their service information, effective store designs and so forth. In developed countries, it is noted 
that more CO2 emissions are released more in such categories as food, cars (mobility) and housing. If the 
platform is developed  in the fields of mobility and housing, greater results can be expected. 
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